This study assesses potentially sensitive effects of a specific sub-class of digital social technologies called social broadcasting networks (SBNs). Adopting the explanatory mechanisms of social network structures (Borgatti et al. 2009; Kane et al. 2014) , and adapting Herzberg et al's (1959) Two Factor theory, it investigates how the structure of an SBN (conceptualized as its relative advantage), and the influence of users in an SBN empower two key news consumption behaviours viz. switching and continuance. Employing the survey (qualitative) method, the study empirically validates the news consumption behaviours of 325 respondents. Findings reveal a more nuanced role of SBNs indicating the potential benefits to news firms because of individuals switching to traditional news mediums while in the same breadth highlights the potential of SBNs as competitive news providers. It shows intermittent use of SBNs and signifies that when online and offline news mediums co-exist, influence of users in the incumbent (online) medium plays a powerful role in inducing or refraining the use of a substitute offline medium. This study develops new ontological and theoretical understanding of the entanglement of technology and social activity that is dynamic, at times ephemeral and pervasively ubiquitous.
Introduction
Digital social technologies such as Facebook and Twitter have also been defined as social broadcasting networks (SBNs) (Shi et al. 2014) . On a more holistic and higher-order level they simultaneously provide a broadcasting service as well as enable social networking (Shi et al. 2014) . SBNs broadcast information similar to traditional subscribed relationships through followers-following on Twitter, friends on Facebook or groups in LinkedIn (Shi et al. 2014) . SBNs focus on converging micro-blogging, user-generated-content and social networking (Kang and Lee 2017) . For example, onlooker Janis Krums tweeted the dramatic crash landing of U.S. Airways Flight 1549 on the frigid waters of the Hudson River as it unfolded in real time (Krums 2009 ). His tweet was quickly consumed and re-tweeted by hundreds of other Twitter users even before the news media caught wind of the dramatic incident. Thus, SBNs blur the contemporary precincts of information-based businesses such as traditional news mediums (e.g. television, newspapers) due to its (i) decentralized structure converged by a diverse spectrum of information (Wu et al. 2011) (ii) open and loose network of people that are unilaterally established with ease across geographical zones (Shi et al. 2014) , and (iii) freedom over information creation, dissemination and consumption (Kwak et al. 2010; Palekar et al. 2015) . News consumer are no longer tied to any specific news mediums (e.g. television, online news website). Rather, they traverse through diverse online news sources and different SBNs
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Influence of SBNs on News Consumption (Pew Research Center 2013; Williamson et al. 2012 ) expecting and demanding news in fast, convenient and smart ways consummate with a deep social and human touch. By amalgamating computing, communication and connectivity technologies (Bharadwaj, El Sawy, Pavlou, & Venkatraman, 2013; Oestreicher-Singer & Zalmanson, 2013) , SBNs have deeply impacted news consumption by creating novel ways for communicating and creating newsworthy information (Bruns, Highfield, & Ann Lind, 2012; Pentina & Tarafdar, 2014) .
This study investigates how SBNs and user influence in such networks affect the news consumption of people. Media and user influence effects are important for understanding the nomological net of information systems (viz. SBNs in this paper) and explicating the opportunities or threats they pose. Online viral effects of news consumption, diffusion and dissemination exhibit actions similar to real-life contagion behaviours such as spontaneity, unpredictability, irrationality or disorderliness (Coleman 1990; Sedera et al. 2016b) . Anecdotal commentary suggests that user influence and affinity spawned by mass individuals in SBNs result in the continuance of news consumption in the networks and aid their evolving roles as powerful platforms for broadcasting, sourcing and consuming news. Thus, it is germane to investigate SBNs for developing new ontological and theoretical understanding of the entanglement of technology and social activity that is dynamic, at times ephemeral and pervasively ubiquitous. Specifically, this paper investigates a key research question: What factors influence news consumption on social broadcasting networks?
News Consumption Behaviours on Social Broadcasting Networks
SBNs render users the choice and freedom to switch news consumption to substitutable news mediums based on the utility and gratifications afforded by the medium (Kang and Lee 2017; Yuan 2011) . For example, individuals reading news tweeted by a news firm can instantly switch to the news firms' website by clicking on the web links provided with the news tweet. Likewise, individuals on SBNs can also switch their news consumption to other Internet-based (e.g. news website) or offline news mediums (e.g. television) based on social and psychological needs for selecting a specific medium or news content area (Diddi & LaRose, 2006) for more information and news verification. In such transformative trends, consumers dictate key elements serving their consumption choices, which include demand and control over how, when and where news should be consumed and ownership of self-generated content (Setia et al. 2013) . Thus, the relative advantage of SBNs in facilitating (i) open access and connectedness to information and its providers (ii) ownership of information (iii) immediacy of news, and (iv) control over what, when and how news is consumed, challenges the "dialectic tensions between the public-interest role of the news media" (Hirst 2011, p. 15) . In SBNs, users exerting influence on other users in SBNs is a critical driver of mass consumption and the networks' successful functioning (Shi et al. 2014) . Such mass information exchange creates a "web of cooperative relationships that breeds norms, trust, common purpose, and coordination -that is social capital" (Kane et al. 2014, p. 277) . People of repute (e.g. entertainers, business and political leaders) frequently use SBNs to connect with all stakeholders, garner, reclaim and retain public support and trust, and influence future social, business and political ideas, agenda's and trends. This provides users in SBNs the opportunity to connect with such personalities, which otherwise is difficult in the real world. Consuming such content provides individuals "information, influence, or social support" (Kane et al. 2014, p. 277) . News practitioners (e.g. reporters) also utilize SBNs, to instantly disseminate news, and influence people to engage with the news companies they represent. Past studies on post-adoption use of IT treat continuous use or the decision for continuing the use of an innovation, technology Based on the above, this study develops and tests a model depicting individuals (i) switching their news consumption from SBNs to traditional news firms, and (ii) continuing their news consumption on SBNs. The research model serves as a strong start-up for understanding IT switching as well as continuance behaviours in the same breadth by incorporating the supply side effects (e.g. availability of related products) as well as the demand side effects (e.g. user needs and preferences). Its main goal is to empirically evidence changes in news consumption behaviours based on the influence of SBNs (i.e. its advantages as a medium) and influence in SBNs (i.e. users influencing other users in SBNs). The issues discussed provide the premise and the motivation for exploring how SBNs disrupt the ways in which people understand and enhance their news creation and consumption experiences. In addition, the defiant roles of SBNs in disrupting traditional ways of consuming news and threating the identity of traditional news firms (Kietzmann et al. 2011 ) has been largely under-researched or overlooked in past IS studies, which this paper explores. Thus, this study responds to calls for researching the strengths and drawbacks of digital social technologies and theoretically explain their mechanisms and dynamics. This paper is further structured as follows: It begins with theoretical foundations followed by the section on the process model development. Next, it details hypothesis development and methodology followed by data analysis and findings. It concludes with contributions to research and implications for practice and then lists the study limitations.
innovation on multiple dimensions such as increase in comfort levels, saving on costs, time and efforts (Lokuge and Sedera 2014a; Rogers 1995) , or trust and convenience (Choudhury and Karahanna 2008) . Underlining Rogers (1995 diffusion of innovation theory and cited by Choudhury and Karahanna (2008, p. 180) , relative advantage is defined as "the degree to which an innovation is perceived as being better than using the practice it supersedes." A study by Bhattacherjee et al. (2012) applying the relative advantage construct for understanding user's IT switching behaviour find that performance expectancy based on the unified theory of acceptance and use of technology (Venkatesh et al. 2012 ) is a "stable and consistent predictor of IT acceptance over time" (Bhattacherjee et al. 2012, p. 328) . A study on user's IT switching behaviour by Ye et al. (2008) find that the relative advantage of a competing IT product or service is positively related to users switching usage of existing IT products to a substitute that satisfies similar needs. This study adopts the relative advantage constructs as the best predictor of media choice in a post-adoption IT usage setting. It associates the relative advantage of SBNs through its value propositions relating to the (i) immediacy of news (Kietzmann et al. 2011) (ii) timeliness of news (Pew Research Center 2013) , and (iii) connectedness to global issues (Kietzmann et al. 2011 ).
User Influence in Social Broadcasting Networks
The mass dissemination and sharing of user-generated-content in real time (Kaplan and Haenlein 2012) provides a unique perspective of how users influence news consumption (Lee and Ma 2012) in SBNs. The theoretical lens of social impact (Latané 1981) evidences that individuals are influenced by the actions and expectations of other individuals. Such influence is based on the (1) strength of the social force -i.e. the importance of the influencer group to the individual (2) immediacy of the social force -i.e. the temporal or physical proximity of the influencer group to the individual at the time of influence, and (3) number of people comprising the influencer group (Latané 1981 
News Consumption Behaviours in Social Broadcasting Networks
This study defines news consumption on SBNs as diverse activities undertaken by users of SBNs, which involves interacting with information. These activities range from (1) posting text, photos, videos, random ideas, reading (surfing, browsing), sharing content, and commenting Xu et al. 2012 ) (2) tweeting (Kwak et al. 2010) , (3) listing (consuming information by grouping other users) (4) following (other users) (Alarifi et al. 2015) and, (4) subscribing (Velichety and Ram 2013) .
Switching: Switching involves either partially or fully replacing the use of an IT service, application or product with a substitute that potentially fulfils similar needs and objectives (Bhattacherjee et al. 2012; Ye et al. 2008) . However, IT switching may not involve the user in completely abandoning the existing use of IT artefacts or services but concurrently using diverse yet competing IT products and services based on users' interests, necessities and needs (Ye et al. 2008) . This study contextualizes switching as concurrent or alternating news consumption between SBNs and traditional news mediums (e.g. television). It defines switching as, users' reducing their news consumption on an incumbent news medium (viz. SBNs) while replacing it in part with an alternate news medium (viz. traditional news mediums) that fulfils identical needs. The concept of switching is underlined by the continuance-discontinuance paradigm (Bhattacherjee et al. 2012; Ye et al. 2008 ) in a post-adoption IT/IS use settings where
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Influence of SBNs on News Consumption adoption, use and familiarity with the new product or service has already taken place (Ye et al. 2008 ). This study posits that the influence of users in SBNs and the relative advantage of SBNs significantly impact user switching behaviour in consuming news on SBNs.
Continuance: Continuance of news consumption in SBNs (and other online mediums) is important and critical for the sustenance and survival of news companies and is dependent on existing customers and their recurring demand for goods and services (Bhattacherjee 2001) . Continuance research in IS has been examined through different ways such as for example, implementation (Zmud 1982) , and infusion and routinization (Cooper and Zmud 1990) . Past studies draw on several models for explaining IT continuance. For example, Hsu et al. (2014) investigate users' extrinsic and intrinsic motivations for explaining the continuing use of social networking sites by integrating the technology acceptance model (Davis 1989 ) and the theory of planned behaviour (Venkatesh and Davis 2000) . The theoretical constructs that explain intentions for technology acceptance (e.g. ease of use) are generally applied as natural extensions for describing IT continuance. Lin and Huang (2014) 
Two-Factor Theory
This study uses the two-factor theory as the overarching theoretical lens to explain two factors (viz. influence of SBNs -relative advantage, and influence in SBNs -user influence) that influence two opposing news behaviours of switching and continuance. Psychologist Frederick Herzberg theorized that satisfaction and dissatisfaction in the workplace are caused by a set of factors that are independent of each other (Herzberg et al. 1959 ) (Also refer Park and Ryoo 2013). The two set of factors correspond to two opposing behaviours, intentions, or state of mind. Each set of factors and its corresponding impact variable are like two sides of a coin. They do not impact each other but are neutral to each other (Hulin and Smith 1967) . Based on Herzberg et al. (1959) study, as dependent constructs in the theory are unrelated, one does not increase as the other diminishes. Although the two-factor theory has been applied in diverse research streams (e.g. consumer research (Maddox 1981) , human behaviour (Park and Ryoo 2013) ), its adoption and adaption in IS research is fairly recent (Cenfetelli and Schwarz 2010; Lee et al. 2009; Liu et al. 2011; Park and Ryoo 2013) . In IS studies, the theory is referred to factors that encourage or provoke and prevent users towards adopting a product or service (Cenfetelli and Schwarz 2010) . However, most studies explain only one side of user behaviour by looking at the set of factors that prevent and enable it, but in different contexts.
The Process Model
Based on the above, this study proposes a process model (Refer to Figure 1 ) for illustrating the progression of news consumption and its lead up to the comparative duration of news consumption in SBNs. The process model depicts how an individual on an SBN forms two distinct behaviours in response to prevailing conditions in the network.
First, an individual in an SBN wishing to acquire more information and be connected to global issues seeks information as events unfold in real time. This triggers a rational decision-making process influenced by the relative advantage of SBNs. The Second, when an individual in an SBN sees news, posts or updates by friends, other users or news firms, the same rational decision-making process (as stated above) occurs leading the individual to either continue in the network or switch to a traditional news medium.
The above observations help in conceptualising the antecedents of the two opposing news behaviours (i.e. switching news consumption to traditional news mediums and continuing news consumption in SBNs). The influence of SBNs through its value propositions of news immediacy (i.e. individuals can consume news whenever desired), timeliness (i.e. news is available as it happens) and connectedness (i.e. individuals can create, comment or share news thereby connecting to content and other individuals) reflect the relative advantage of the network. Influence in SBNs is observed through users influencing other users in SBNs. Both behaviours have an overall impact on the comparative duration of news consumed in SBNs thus highlighting the significance of SBNs. The process model describes users on SBN influenced by the network as well as users in the network. This is depicted through two situations which users generally face on SBNs. These further translate into two outcomes, which are depicted through the news behaviours of switching and continuance. The two-factor theory is illustrated for understanding the relationships between the influence of SBNs and the influence in SBNs on the news behaviours of switching and continuance. Although, as per the theory, each factor has a relationship with only one side of an individual's state of mind, behaviour or intent, this study extends the theory by testing the relationship of both factors on both news behaviours of switching and continuance. These news behaviours reflect the comparative duration of news consumption in SBNs, which is included in the research model to test the theory in its nomological net.
Figure 1. Process Model of News Consumption on SBN
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Hypothesis Development
The ubiquitous nature of SBNs as public networks has necessitated this study to look at two key factors constituting an important and integral part of the network itself. This differs from previous studies that have utilized the two-factor theory for understanding typically only one behaviour such as switching in a bounded organisational environment. The two factors used in this study are:
1. Influence of SBNs: This relates to the relative advantage of SBNs, which in turn is based on the premise of the "feature-centric view of technology" (Jasperson et al. 2005, p. 527) . Technology features are interpreted as well as adapted by IT users in order to "constitute a technology-in-use" (Jasperson et al. 2005 , p. 529) in post-adoption IT contexts.
[Also refer to DeSanctis and Poole (1994) ]. Technology features and their value propositions are important, as they influence and determine work outcomes at any given points in time (DeSanctis and Poole 1994). In addition, technology attributes reflect the "core of the technology, collectively representing its identity" (Jasperson et al. 2005, p. 529) . Thus, the relative advantage of SBNs over their traditional counterparts (i.e. traditional news mediums) delineates the value propositions offered by the network for influencing user behaviour.
Influence in SBNs:
This factor is associated with user influence in SBNs. These networks comprise a public environment wherein news consumption is a voluntary activity. The networks constitute large online communities (e.g. groups, associations, friends) with common shared interests (Ren et al. 2012) . Individuals in such networks create and share information with others in the network (Wasko and Faraj 2005) making the networks important digital spaces for professional, political and social discussions (Ren et al. 2012) . Social psychological theory informs the formation of individual attachments in a group, which happen through (1) the group's identity whereby people are attracted and feel connected to each other based on their goals, activities and character of the group (Hogg and Turner 1985) , and (2) interpersonal bonds, friendships and other social relations developed with other members of the group. User influence on SBNs follow the notion of bond-based attachment arising from the exchange of personal and social information (Ren et al. 2012 ). This shifts the attention from the identity of the network to its individual members.
Relative Advantage
Relative advantage is conceptualized as a multi-dimensional construct (Choudhury and Karahanna 2008 ) based on the diffusion of innovation theory (Refer to Rogers 1995) . Taking a feature-centric view (Jasperson et al. 2005 ) of SBNs, this study observes three prime features that reflect the core advantage of SBNs and represents the gratifications they offer:
1. Immediacy of newsworthy information (Kietzmann et al. 2011 ): Individuals use SBNs as they (i.e. the networks) transcend temporal and geographical boundaries and provide immediate access to information . These networks facilitate conversations within network users creating instant pathways for information dissemination (Kietzmann et al. 2011) 2. Timeliness of newsworthy information (Li and Ng 2013) : Recent studies on user behaviours on Twitter find that instant news reporting (e.g. breaking news, headline news) and commenting on current events are some of the main intentions for using
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Influence of SBNs on News Consumption 8 Twitter (Kwak et al. 2010; Li and Ng 2013 (Kietzmann et al. 2011 ). These networks have become platforms of influence by engendering radically new ways of interacting and connecting with both, users and information (Hanna et al. 2011) .
A study by Huang (2009) The relative advantage of SBNs is likely to be less salient in relation to switching news consumption to traditional news mediums. This is because substitutable products (i.e. traditional news mediums such as television) have to prove their unique advantages over the incumbent product (i.e. SBNs) (Ye et al. 2008 ). However, if individuals expect other advantages or benefits from the substitutable product or service, then they are likely to switch to the substitutable product (Ye et al. 2008) . As a ubiquitous news media, SBNs offer users a wide array of affordances (Majchrzak et al. 2013 ) and content selection (Lee and Ma 2012) . In the present digital age, individuals are active users and processors of information (Ball-Rokeach and Jung 2009) and therefore likely to evaluate the potential benefits of an SBN based on their usage and experience, for further use (Lee and Ma 2012) . SBNs have increased public debates and social discussions (Agarwal et al. 2008 ) resulting in widespread proliferation of its use (Kane et al. 2014) . Based on the above, this study posits:
Hypothesis 1b: Relative advantage of a social broadcasting network will reduce switching to traditional news media for consuming news.
User Influence
As Glynn et al. (2012) posits, the prime motivation for joining digital social networks is often social. However, when exposed to constant information posted by friends, colleagues or acquaintances, users start following other users in the networks (Glynn et al. 2012) . Diverse activities influence users in these networks to actively engage in the network, wherein they do not have to rely on (i) news flows controlled by traditional news firms, and (ii) news content determined by editors and news practitioners (Lee and Ma 2012) . Users on SBNs are
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Influence of SBNs on News Consumption influenced by celebrities, experts and leaders, as that (i) increases the users' reputation in social and professional networks (Kane et al. 2014) (ii) provides indirect connections, which are not possible in offline environments, and (iii) keeps users informed of CELs personal, social and professional lives in real time. A study by Williamson et al. (2012) on young users' news activities on Facebook finds that users prefer personal news in the form of information posted by friends or through status updates and reporting issues and events in real time (e.g. Facebook status update -Raining heavy, homes likely flooded). A respondent in the study by Williamson et al. (2012) says, "I suppose from blogs and Facebook and all those sorts of things, I get personal news, that I find out from other people" (Williamson et al. 2012, p. 262) . Based on the above, this study hypothesizes the relationship between user influence in SBNs and continuance of news consumption in the network as
Hypothesis 2a: User Influence in a social broadcasting network will lead to greater continuance of news consumption in the network.
The diverse goals of institutional users (e.g. business, political and non-commercial entities) on SBNs include creating buzz, advertising, marketing, delivering products and services, understanding customer sentiments and gauging product popularity and customer loyalty (Divol et al. 2012; Hong 2012) . News firms, as institutional users engage SBNs for (i) actively disseminating news (Hong 2012) (ii) ensuring that news reaches the masses through diverse user networks (Hong 2012) , and (iii) diverting individuals from SBNs to their traditional mediums by embedding click back links (Pew Research Center 2013) . This has made SBNs viable sources of information and news (Glynn et al. 2012; Shi et al. 2014) . Prior studies on news media have described its influence on society and public opinion as well as powerful behavioural, cognitive, emotional and attitudinal effects on news consumers. A study by Williamson et al. (2012) on the role of news media and young adults finds that people prefer several sources for news and still find printed newspapers having high information credibility. News firms also permit their employees (e.g. reporters) to use SBNs for officially sharing information on behalf of the company. They routinely hire social media editors to manage the production and delivery of news content on SBNs (Glynn et al. 2012) . In doing so, they deliver news to mass audiences with the aim of influencing them to consume news on their company's news mediums.
Hypothesis 2b: User Influence in a social broadcasting network will increase switching to traditional news media, for consuming news.
Post-adoptive Impact of News Consumption
Literature on IT post-adoptive behaviour postulate that during a period of utilitarian or functional technology use, individuals engaging in the reflective use of technology trigger "technology sense making" (Jasperson et al. 2005, p. 544) . This is based on how individuals use the technology's attributes or features rather than their own habitual use of the technology (Bhattacherjee 2001; Jasperson et al. 2005; Sedera et al. 2017) . Post adoptive behaviours leading to future use of IT are also derived from self-orchestrated learning experiences. These are based on IT features and the work systems in which they are situated, which potentially modify user cognitions on the future use of the technology (Jasperson et al. 2005) . This happens through experimentation with IT features and applications (DeSanctis and Poole 1994; Lokuge and Sedera 2016) as well as by observing how others are using similar IT applications (Bandura 1986; . In this study, it is observed that individuals reflecting switching and continuance news behaviours tend to rely less frequently in reflecting on other attributes of
Australasian Journal of Information Systems
Palekar &Sedera 2018, Vol 22, Research on Recent Advances in Social Media
Influence of SBNs on News Consumption
SBNs. Instead, they rely on their news consumption experience for future news consumption in an SBN. Thus, it is pragmatic to apply prior-use experiences to imprint future news consumption, which occur automatically in response to an urge for consuming news. According to Jasperson et al. (2005) past IT use behaviour generally produces a tendency for similar future actions in a given context, which dissipate reflective cognitive processing and result in more routinized behaviours. Based on the above, this study posits that news consumption of individuals on SBNs will depend on their existing news behaviours rather than user intentions or decisions. With respect to continuing news consumption in SBNs, this study hypothesizes that the habitual continuance of news consumption in these networks is a dominant predictor of a network supporting higher consumption of news compared to traditional news mediums.
Hypothesis 3: Continual consumption of news in a social broadcasting network will increase the duration of news consumed in the network compared to a traditional news medium.
Present-day technologies that cater to individual use are often highly substitutable products (or services) that have similar functionalities and compete with each other (e.g. web browsers) (Ye et al. 2008) . Such settings induce users to terminate, reduce or concurrently use the incumbent IT/IS application and switch to functionally related products or services. However, such switching behaviours occur only in post-adoption IT/IS use settings where adoption, use and familiarity with the new product or service has taken place (Salim et al. 2014; Ye et al. 2008) . A study by the Pew Research Centre relating to news on Facebook finds news consumers regularly watch news on television and read printed newspapers (Pew Research Center 2013). Thus, this study hypothesizes,
Hypothesis 4: Switching news consumption from a social broadcasting network to traditional news media will reduce the duration of news consumption in the network.
The influence of SBNs and the influence in SBNs form the antecedents to the news behaviours of switching and continuance. These behaviours are self-reported activities comprising news consumption on SBNs. The outcome of these behaviours is depicted through the comparative duration of news consumption on SBNs.
Methodology
This study employs the survey (qualitative) method. This is influenced by the study objectives, which seek to test and verify the relationship between individuals' news behaviours and the factors influencing those behaviours. The quantitative method is also used based on a careful review of related studies. For example, Bhattacherjee et al. (2012) use a survey to empirically test users switching from one IT product to another (contextualized to web browsers) in an environment of competitive technology choices. Park and Ryoo (2013) employ the survey method to empirically examine the relationship between two switching factors (viz. switching enablers and switching inhibitors) and intention of users to switch to cloud services. The quantitative method is effective in endorsing or challenging hypothetical relationships and uncovering new associations through statistical analysis and objective verifications (Danziger and Kraemer 1991; Gable 1994; Kling 1991) . Past studies have also shown that the quantitative method (i) has superior deducibility over the qualitative (e.g. case studies) method (Vidich and Shapiro 1955; Walther et al. 2013b Numbers from 1 (Never) to 7 (All of the Time) are assigned as anchors to each category for data analysis. The interval between each category is treated as equal. Thus, the scale can also be used as interval measurement scale (Cavana et al. 2001; Sedera et al. 2003 ).
The category 'Sometimes' (the 4th in the 7-point scale) is taken as the midpoint of the scale and treated as neutral to the scale or a "passing level" (Refer to Cavana et al. 2001, p. 205) for rating the extent of news consumption. In comparison: (i) Often (the 5th in the 7-point scale) and points thereafter to its right (6th and 7th) show an ascending degree of frequency wherein the extent of news consumption is considered positive, and (ii) Just Now & Then (the 3rd in the 7-point scale) and points thereafter to its left (2nd and 1st) show a descending degree of frequency wherein the extent of news consumption is considered negative.
All questions in the survey were mandatory. The sole criterion for taking the survey was respondents had to be existing users of SBNs (e.g. Twitter, Facebook) and traditional news mediums (e.g. news websites, television or newspapers). In order to eliminate and reduce the influence of common method variance, the study employed different sources of information during measures development and assorted the order of questions to reduce the likelihood of theory-in-use bias (Chang et al. 2010 ). Further, this study ensured that survey questions were (i) appropriately worded to convey precise information, and (ii) shortened to reduce ambiguity, maintain clarity, and influence participation and response (Williams et al. 2003) .
Survey Deployment
This study employed face validation procedures (similar to content validation) wherein the appropriateness of survey items for accuracy, language and appearance was evaluated by subjective judgements of experts (Keszei et al. 2010) . It consulted a group of nine respondents comprising post-graduate students, doctoral researchers, academics and the public. The group provided constructive critique and feedback on (i) improving the construct definitions (ii) refining the construct measures and measurement items, and (iii) improving the measurement items. The feedback improved the item wordings, readability, meaning and content validity of the instrument (Schouten et al. 2010) . The instrument was then pre-tested with 21 respondents (10 individuals responded to the survey online while 11 responded to the survey offline by completing a paper-based questionnaire). Next, the survey instrument was pilot tested with 40 respondents for assessing reliability and validity of individual items, which yielded acceptable results. See Appendix A.
The main survey was offered simultaneously in three ways: (1) a link to the online survey was emailed to students and staff at a tertiary institution (2) printed copies of the survey were handed out to students, at random, on campus at the institution, and (3) it was posted online on SBNs (e.g. Facebook and LinkedIn). The criteria for taking the survey was respondents had to be potential or existing news consumers on SBNs as well as traditional news mediums (e.g. TV). A total of 325 individuals successfully completed the survey (Note: the online survey recorded 969 clicks). Given the limitations of time and available resources, a small
Australasian Journal of Information Systems
Palekar &Sedera 2018, Vol 22, Research on Recent Advances in Social Media
Influence of SBNs on News Consumption representative sample of the population had been pre-planned. In deploying quantitative methods, smaller groups are useful in making inferences about bigger groups that are potentially exorbitant to study (Barlett et al. 2001 ). The sample size comprising 325 respondents is deemed reasonable and representative of the population based on Cochran (1977) formula for determining basic sample size. In doing so, the alpha level a-priori was set at 0.05, and based on the 7-point Category scale the level of acceptable error was set at 3% with standard deviation as 1.167. The sample size is also adequate based on the number of items used in gathering data (Note: the survey instrument contains 23 items).
Data Analysis and Findings
Reliability Tests
Based on the work of Barclay et al. (1995) , this study examined the construct reliability of the research model by assessing individual measurement item reliability, internal consistency and discriminant validity. Structural Equation Modelling (SEM) was employed for analysing the data using AMOS 22.0 and the measurement model was examined prior to assessing the structural (research) model (Hsieh and Wang 2007) . The measurement attributes of all constructs were estimated with confirmatory factor analysis and items with low loadings were deleted. The resultant indices show an acceptable baseline fit. The RMSEA and CFI of the model is on par with the desired 0.08 and 0.90 levels respectively (Browne and Cudeck 1993) . The research model indices relating to the Tucker-Lewis Index (TLI) (Hsieh and Wang 2007) is baseline with the desired criterion level. Next, this study examined the discriminant validity, internal consistency and convergent validity by evaluating the Cronbach's alpha, composite reliability (CR), and average variance extracted (AVE) of each construct. Cronbach's alpha and composite reliability values are consistent with the recommended 0.70 levels (Nunnally et al. 1967) while AVE values are acceptable, as they meet the desired 0.50 level (Fornell and Larcker 1981 ). Thus, convergent validity level is acceptable confirming that all items are consistent, reliable, and reflect the properties that the construct represents. Further, this study conducted the discriminant validity test to measure the difference between constructs in the research model. This was done through AMOS (version 22.0) by assessing the average value of each construct and comparing its squared correlations with other constructs. The analysed data also shows the average shared variable (ASV) and when compared to the average variance extracted (AVE), the ASV is less thereby offering strong support for discriminant validity of constructs (Fornell and Larcker 1981) . (Note: Due to page limitations, internal consistency and convergent validity assessment, and comparisons of AVE and squared correlations have not been tabled in this paper)
Research Model Testing
The predictive power of standardised path coefficients, variance (R2) and path significance in the research model were examined using SPSS and its add-on module AMOS (version 22.0). The tested model using the sample data (n=325) is illustrated in Figure 2. (Note: Due to page limitations, regression weights explaining variances between the constructs are not tabled in this paper).
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Figure 2. Tested Research Model (n=325)
The examined sample (n=325) reveals: (1) A significant path between user influence and continuing news consumption on SBNs. This shows that users in SBNs substantially sway other users in the network to consume news in the network (2) The relationship between user influence and switching news consumption to traditional news medium is significant. This implies that news practitioners and news firms (viz. institutional users) are successful in attracting news consumers to their contemporary news channels, although such relationships are potentially weak (3) The relative advantage of SBNs also shows a meaningful relationship with continuing news consumption in SBNs. This denotes that individuals consider the relative advantage of SBNs for seeking news on an immediate and timely basis and for connecting to both, information and users (4) The relative advantage of SBNs is not significant when individuals choose to switch their news consumption to traditional news mediums. This denotes that the relative advantage of SBNs is largely irrelevant or unimportant while deciding to switch to traditional news mediums for consuming news (5) Collectively, both constructs viz. user influence and relative advantage explain 74% of variance for continuing news consumption on SBNs while the same two constructs viz. user influence and relative advantage of SBNs demonstrate just 5% variance in switching news consumption to traditional news mediums. This has serious implications for news firms that engage with SBNs for attracting people to their traditional news mediums, and (6) Collectively, switching and continuing news behaviours explain 41% variation in the duration of news consumption on SBNs compared to the duration of news consumption on traditional news mediums. This indicates that although people intermittently switch to traditional news mediums, the extent of such switching is low. Rather, most individuals consume news on SBNs on a continuing basis. Thus, although SBNs may benefit news firms by providing their platforms for delivering news, most people may not switch to traditional news mediums when they are on SBNs.
Hypothesis Testing
Hypothesis 1a
Testing confirms that continuance of news consumption on SBNs increases when individuals evaluate the value propositions of SBNs for consuming news. The correlation between relative advantage and continuing news consumption is significant and shows positive path coefficient (β = 0.179 with p < 0.001). The features and value propositions of SBNs represent a strong identity of the networks for consuming news. The data shows that individuals consider
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Influence of SBNs on News Consumption these more significant when making a media choice between SBNs and traditional news mediums. Therefore, the relative advantage of SBNs is a given fact, which does not require significant independent consideration when choosing a media for consuming news. The data supports Hypothesis 1a, "Relative advantage of a social broadcasting network will lead to greater continuance of news consumption in the network."
Hypothesis 1b
Testing shows a negative path coefficient between relative advantage of SBNs and switching news consumption to traditional news mediums. This relationship is evidenced as being not significant (β = -0.005). As hypothesized, substitutable products such as traditional news mediums must prove their unique advantages or strengths over incumbent products such as SBNs to attract usage (Note: This study situates individuals already engaging with SBNs). Therefore, individuals are likely to switch to competitive products only if the expected benefits are greater than the incumbent products. However, the relative advantage of SBNs is not an important consideration for users wishing to switch to traditional news mediums for consuming news. Although features and value propositions of SBNs represent a strong identity of the networks for consuming news, users (specifically younger generations such as New Millennials) do not consider those as significant when choosing between SBNs and traditional news mediums. This is because they are already actively engaged in consuming information beyond news in SBNs (e.g. emailing, chat, games etc.). Thus, there is little resistance to adopting and using SBNs. So, to them, the relative advantage of SBNs is a given fact, which does not require significant and independent considerations if switching to other or traditional news mediums. In addition, our study also observed that news switching may not involve the user in completely abandoning the existing use of digital news artefacts or services but rather concurrently using complementing (yet competing news mediums) services. For example, an individual on Twitter may simultaneously watch a news channel on television while surfing the same news on Twitter. In such scenarios, switching (i.e. the complementing use of traditional news mediums) is likely to make the relative advantage of SBNs redundant.
Therefore, the data does not support Hypothesis 1b, "Relative advantage of a social broadcasting network will reduce switching to traditional news media, for consuming news."
Hypothesis 2a
The tested model shows a highly significant path coefficient between user influence in an SBN and continuing news consumption in the network. It shows a positive path coefficient β = 0.740 with p < 0.0001. This is a significant finding that evidences the influences exerted by users in SBNs on other individuals in the network, which strongly contributes towards users continuing their news consumption on SBNs. This denotes that users do not switch over to traditional news mediums as a result thereof. Thus, findings concur with Hypothesis 2a, "User Influence in a social broadcasting network will lead to greater continuance of news consumption in the network."
Hypothesis 2b
The tested model shows positive support but differing levels of significance between users influencing other users in SBNs and users switching their news consumption to traditional news mediums. The sample show a positive and significant path coefficient with β = 0.229 with p < 0.05. This is suggestive of a significant effect that institutional users such as news firms can
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Influence of SBNs on News Consumption have on individuals in SBNs. The evidence of switching news consumption to traditional news mediums happening simultaneously with continuing news consumption on SBNs suggests that SBNs have a dual effect on individuals in the network. However, compared to hypothesis 2a, user influence on switching is lower than on continuing news consumption on SBNs.
Findings support hypothesis 2b, "User Influence in a social broadcasting network will increase switching to traditional news media, for consuming news."
Hypothesis 3
The tested model finds the outcome of continuing news consumption on SBNs to higher duration of news consumption in the network to be highly significant and shows positive support for hypothesis 3, "Continually consuming news in a social broadcasting network will increase the duration of news consumed in the network compared to a traditional news medium." Findings evidence that continuance of news consumption on SBNs is a leading forecaster of the networks' supporting higher duration of news consumption compared to traditional news mediums. This has strong implications for news firms. It suggests that SBNs are superior news providers compared to traditional news firms.
Hypothesis 4
Findings show that when users switch from SBNs to traditional news mediums, it decreases their overall duration of news consumption on SBNs. Thus, switching to traditional news mediums has a negative impact on the overall duration of news consumption in SBNs. This supports hypothesis 4, "Switching news consumption from a social broadcasting network to traditional news media will reduce the duration of news consumption in the network."
Key Findings
The empirically validated research model depicts that SBNs influence individual news consumption showing greater duration of individual news consumption on the networks compared to traditional news mediums. Yet, it also shows support for individuals switching their news consumption to traditional news mediums. Summarized findings are: (1) Users in SBNs show a dual way of consuming news. On the one hand, they sometimes switch to traditional news mediums for consuming news while on the other they sometimes continue their news consumption in SBNs. Overall, users often spend more time in consuming news in SBNs compared to traditional news mediums (2) The antecedents to news switching and continuance, which is the relative advantage of SBNs has a significant impact on continuing news consumption on the networks. It has a negative impact on switching news consumption to traditional news mediums, which is not significant. User influence in SBNs has a highly significant impact on individuals continuing news consumption on SBNs while its impact on switching to traditional news mediums is found to be significant (3) Individuals switch to traditional news mediums only for specific information or for verifying information but overall continue consuming news for longer durations on SBNs. This indicates strong support for SBNs as news providers (4) News firms as institutional users deliver news through SBNs and potentially influence individuals to consume news through their traditional platforms as evidenced by the switching behaviour. However, higher duration of news consumption on SBNs (compared to traditional news mediums) denote that any benefits to news firms accrued because of switching news consumption is perhaps temporary and unsustainable in the long run (5) The data shows elevated levels of switching news consumption to traditional news mediums compared to continuing news consumption on SBNs. This is perhaps due to the exposure to both, traditional and digital media in equal measure. However, the duration of
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Influence of SBNs on News Consumption news consumption on SBNs shows an increasing trend indicating their potential superiority as news providers (6) The data shows a general decline in switching news consumption to traditional news mediums, and (7) User influence is evidenced as a key variable having a highly significant effect on individuals switching and continuing their news consumption on SBNs. Although social influence has been investigated by past studies, actual user influence has largely been under researched. So, this study clarifies and empirically validates the nuanced role of users in digital social networks.
Note: This study also analysed data relating to demographic features of respondents using descriptive statistics. The analysis featured sample demographic statistics classified through respondent's age, gender and geographical location. The data represents four applicable generation cohorts, viz. Baby Boomers (born before 1964), Generation X (1965 -1978 ), Generation Y (1979 -1989 ), and New Millennials (1990 . The analysed data showed 47.38% of news consumers on SBNs to be New Millennials (154 respondents), which comprises the biggest cohort amongst all groups, followed by Generation Y (24.31%), Generation X (22.15%) and Baby Boomers (6%). The analysis depicted the increasing use of SBNs by successive generations. The male to female gender ratio was reasonably balanced in all groups with the New Millennials showing the biggest gap with 29.23% males compared to 18.25% females using SBNs for consuming news. Post-Hoc testing was conducted on the sample (n=325), which was polarized into two groups: (1) Baby Boomers + Generation X + Generation Y, and (2) New Millennials.
Conclusion
Social broadcasting networks such as Facebook and Twitter (SBNs) (Shi et al. 2014) have infused the social element in the production and dissemination of news by giving users of such networks the power to report, share and consume information. Such information does not constitute news as understood in the traditional sense. Rather, they represent bits and pieces of information relating to incidences (e.g. events, actions) that occur on a 24/7 basis. This study investigated the news behaviours of switching and continuance on SBNs for explaining how they (i.e. SBNs) transform news consumption. It specifically examined the simultaneous switching and continuance of news consumption of 325 respondents in a post-adoption technology setting, i.e. individuals already engaging with SBNs for consuming news. It explained news behaviours through the notion of social homogeneity shaped by the environment of SBNs and empirically validated it through the constructs of (i) relative advantage of SBNs, as influence of the network, and (ii) user influence on other users as the influence in the network environment. Thus, by testing a model of news behaviours on SBNs, this study brings new understanding on the role of digital news media, communications and digital social networks, and the dependency relations between network environments and users.
Contributions to Research and Implications for Practice
Past studies have investigated news consumption on traditional news mediums and the Internet through broad themes such as (i) forming news repertoires across multiple media platforms (Yuan 2011) (ii) information overload and sense making (Pentina and Tarafdar 2014) , and (iii) displacement effects of media (Lee and Leung 2008) . However, those studies do not (i) define news consumption and consumption activities on any specific news medium
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(ii) investigate news consumption on a specific sub-class of digital social networks such as SBNs (iii) explain news behaviours such as switching and continuance (iv) examine the environmental influences of and in specific news mediums on news behaviours, and (v) highlight the role of digital social networks based on the empirical validation of news behaviours, all of which this study accomplishes. By adapting the Two Factor theory, this study expands the body of knowledge to a new sub-class of digital social technologies called SBNs (Shi et al. 2014 (Pentina and Tarafdar 2014) . However, this study reveals a more nuanced role of SBNs, through the news behaviours of individuals. It demonstrates the potential benefits to news firms because of individuals switching from SBNs to traditional news mediums while in the same breadth highlights the potential of SBNs becoming competitive news providers. This is perhaps one of the first studies in IS providing empirical evidence on individual news consumption behaviours on a digital social network, which leads the study (future) towards interpreting the role of technology (i.e. SBNs) at the organisational level.
Second, IT switching is an emerging yet under-researched area in IS (Bhattacherjee et al. 2012) while IT continuance has attracted relatively more attention as a set of affective responses to IT acceptance and use (Kim and Malhotra 2005) . This study concisely demonstrates the integration of both, switching and continuance for explaining news consumption. It positions switching and continuance as post-IT adoption behaviours and explains actual news consumption rather than intentions.
Third, in addressing the causes of IT continuance behaviours, this study takes a more recursive stance in positioning switching and continuance as two opposing news consumption behaviours. It adapts the theoretical lens of the Two-Factor theory and develops the constructs of relative advantage (signifying influence of SBNs) and user influence (indicating influence in the networks) as two factors for explaining why users switch or continue consuming news on SBNs. It explains new dynamics of intermittent or alternate use of SBNs, which has not been investigated by prior studies. Also, it demonstrates that when online and offline news mediums co-exist, influence of users on other users in the incumbent (online) medium plays a key role in inducing the decision to use or refrain from using a substitutable offline medium. Relative advantage has been described in past studies as the best predictor of IT adoption leading to actual usage (Karahanna et al. 1999) as well as in IT switching intentions (Bhattacherjee et al. 2012 ). However, this study finds that it does not have a significant effect on users deciding to either switch news consumption to traditional news mediums or continue news consumption on SBNs. This study tests the two-factor theory in a post-adoption setting on two opposing news behaviours of switching and continuance within the context of social digital technologies, which has not been attempted by past studies in IS. Fifth, in recent times there has been much debate (especially in the U.S. in the aftermath of the 2017 presidential elections) on whether contemporary media manipulates news (popularly termed as fake news). This study provides a conceptual guide (Refer to Figure 1 ) into how consumers can alternate between traditional news mediums and SBNs for newsworthy information. This implies that news consumers have a choice of selecting traditional news channels that purportedly propagate fake news, or consume news aggregated, curated or broadcast at grassroot levels by people using SBNs. Such participatory, social and partisan nature of news reporting suggests (as per our preliminary observations) that consumers are likely to be persuaded by family and close friends, and people of repute such as entertainers, business and political leaders. However, in recent times even SBNs have been plagued (e.g. YouTube, Twitter) by hoaxes peddling false and misleading information created by unverified channels. So, although user influence impacts news consumption behaviours (especially continuity on SBNs, as evidenced by our study) people and channels masquerading as newsworthy outlets make it difficult to filter contextual expression and validity of information flows from genuine news reporting This phenomenon requires further and in-depth attention and research.
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Implications for Practice
This study evidences that SBNs are no longer static channels for information flows between senders and receivers. Rather, they have become veritable repositories enabling: (i) dynamic interactivity in real time between mass communicators (ii) reporting, sharing and creating diverse content and views by mass users (iii) selectivity and control over information and usage of the network (iv) personalization of content (v) convergence of technological boundaries between communication forms and social elements, and (vi) global reach and media portability (Metzger, 2009) . Such strategic choices that exploit or explore the opportunities offered SBN are important determinants of firm survival. News consumption on SBNs shows that news firms engage with SBNs as institutional users to complement their business function of news delivery. This can happen due to major shifts within the news firm in relation to (i) limitations of traditional business models, as any modern technology that enhances readership is more than likely to limit the firm's incumbent business model including its scope and scale, making it imperative for the firm to adopt the technology and fuse it with existing products and processes (ii) limited trans-functional role of IT: For example, the function of a television news-broadcasting firm requires a different technology (i.e. broadcasting), which is different from the technology required for creating content (i.e. publishing and editing system), and (iii) increased familiarity with IT: SBNs are easy to use. Their client-interface and usability is intuitively designed for use and is less cumbersome than the applications of legacy systems. However, given the low cost of engagement and no requirements for discontinuing existing products, services, functions and processes, news firms need to be vigilant in engaging with SBNs for delivering news to mass audiences in a bid to attract them to their news mediums. This implies that although SBNs provide their platforms for all users, and never meant to compete with news firm, users in an SBN influence other users and in the process, build the potential competing power of the network as a superior news provider. Hence, news firms need to provide more contextual information or
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Influence of SBNs on News Consumption in-depth news coverage and analysis for ensuring longer news consumption on their traditional mediums. This can potentially strengthen their subscription-based revenues for trustworthy and premium news content in the face of rising unverifiable information by online user-generated reports. The powerful significance of user influence, as found by this study can be applied to other domains of information consumption. For example, peer influence or biased product reviews can intensify or demystify the information asymmetry of individuals and limit (or increase) their exposure and choice to new product information and pricing. Behavioural economics proposes that people are generally affected by a paradox of choice, in which increasing number of options increases the difficulty of decision-making. So, information from familiar or authoritative sources is perceived as having greater value and significance in the decision-making process. Through this study we observe that users (i) are influenced by who (e.g. other users) communicates newsworthy information (ii) are motivated by what (they think) other users do (e.g. commenting, posting on SBNs) (iii) are influenced by user cues (e.g. like's) that shape actions, and (iv) act and feel better about what they do based on emotional attachments or applause from other users. Therefore, organizations (e.g. hotels, airlines) need to evaluate and manage ways in which patrons and consumers provide comments and/or information relating to the organization's products and services as well as their (i.e. consumers') experiences. Curating and sharing product information through personal blogs can negatively (or positively) impact the buying decisions of consumers. This study can be further extended by three academic domains viz. journalism, communications, and management. SBNs and consumption behaviours can be analysed at three levels: (1) individual users and society (public), (2) intermediaries and platforms, and (3) organisations and industries.
Limitations
The generalized findings are limited by the data sample size and the chosen news media. Both, SBNs and traditional news mediums are freely available and constitute reasonably strong substitutes. Users can voluntarily choose one over the other. Thus, further research is required for identifying and evaluating more salient factors other than those developed by this study. A bigger data sample size is also proposed (future research) for improving generalized findings. SBNs are not conceptualised by this study as monolithic IT artefacts. Rather, they represent a collection of many mediums, platforms and applications that have varied capabilities (e.g. Twitter is not the same as Facebook). Therefore, it is possible that the generic attributes of different SBNs may not be homogenous across all SBNs. So, the reflective role of SBNs may differ across networks. In addition, choosing news mediums exhibiting strong disparities in relative advantage can reveal stronger effects on switching and continuance behaviour than the findings reported by this study. The research model and the interpretations of findings are situated in a post-IT adoption setting pertaining to personal use.
